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Lesson 49 

RADIO RETAILING - SALESMANSHIP 


Many and varied questions are asked by those engaged in the radio business, 
and by those who desire a business of their own. Largely these questions 
are: How much money is required? What stock or merchandise should I 

carry? How should I advertise? Is radio servicing as a side-line proriteble. 
Grouping all of these questions together results in the one question. How 
should I conduct a radio business to make it profitable? 


1- Estflblishinp: your ov;n business. This is seemingly a stumbling-block 
to a“great numb^r^H^ambTtious young men because of lack of sufiicient 
funds to get the business started. As a matter of fact a fortune is by 

no means necessary. 

Your very first step should be in ascertaining the actual need of a radio 

bu^nIss^(or another radio business) in your community, or 

In which you think the business may be profitable. This is not 

to do. In so many instances a new store in a community, or small, 

is successful, whCreas an older established business may not be successful. 

tL nerman U successful chiefly because of three reasons. They are, 

(1) he knows radio; (2) he knows how to merchandise his goods and conduct 
his store; (3) he knows what apparatus will render the most satisfactory 

service. 

There is a town of fifteen thousand inhabitants in the 

New Jersey that supports three radio stores, A friend of mine in tMs 
Lwn owns^a five tuL tuned radio frequency receiver which recently became 
inoperative. He does not know the first thing about a radio set other 
than to turn in on and off, and tune it. He obtained the expert service 
of the three radio dealers, each attempting to put his set in operati^on, 
first one dealer and then the next. After ten days of fussing and fu^ng 
he wrote to me for help. I drove to his home the following Sunday and in 
thirty minutes had his set in perfect operation. He had a partially 
ffrounded antenna, a poor ground connection, two loose internal soldered 
Connections, and a poor «a". battery connection due to 

on the battery terminals. This is merely an example, but thi^ of what 
a real "live wire" could do in this town if he really knew radio. He 
would get the business because he would soon have a reputation and the 
confidence of the citizens. 

There are thousands of towns that are in the.-same class as this New Jersey 
community as regards radio establishments. You \indoubtedly know radio 
dealers who can and do sell receivers and accessories but who are lacki^ 

in radio knowledge. They know a vacuum tube from a ^ 

do not know radio; in so many instances they cannot talk intelligently 
on the "whys" and "wherefors*i of the subject. If the radio dealer or 
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dealers in your community are not radio men - if they do not really know 
radio - then you have a most favorable outlook. If they do know radio 
yo^ opportunity is good providing you know more about it than the other 
fellow and you conduct your business on a sound business basis. 

2. Kow much capital ^ required ? This subject has been discussed "pro" 
and con and at le^ffi. Some actual capital is required yet I have-known 
many young men who have established themselves in business with no capital 

^ reputation of being honest and upright, and 
the outlook for the business ^ favorable in your community, or in the 
comity^in which you are desirous of locating the business, you can 
solicit financial aid from your bank, or from anyone who is in a position, 
financially, to help you. The radio jobber from whom you contemplate se¬ 
curing yoiu? merchandise will also help you by extending credit until you 

goods within thirty days after receiving 
them. ,The jobber wants as many outlets for his merchandise as he se¬ 
cure and you can Interest him in your proposition which. If sound, will 
warrant his attention and assistance. Fifteen hundred dollars in actual 
eash is ample to start a radio enterprise in a more or less small community, 

How large should my store ^ and where should it be located ? A store 
should^eT^ge enougTi^o make a proper dismay of your merchandise and 
to enable you to favorably demonstrate the various appliances that you 
carry stock. It should be located convenient to prospective customers. 

It should not by any means be a two by four or a "hole in the wall" establish¬ 
ment, There is much truth In the statement that "to be successful you have 
to appear successful". You observe that condition all around you -^your 
successful merchants, lawyers, and doctors are examples* 

A radio store fifteen feet in width and thirty-five feet in length is 
quite commodious and provides ample space for display and demonstration, 
counters and shelves. A few feet more or less in width and length will 
make no material difference. In addition to the store itself a space 
approximately fifteen feet square should be provided in the rear of the 
store to be used exclusively as a work shop, wherein various repairs can 
be made, 


It is desirable to have window display space of approximately five feet 
in depth. 


The store should be so located as to be readily accessible and convenient. 
The cost of rent may prohibit a location on "Main Street", yet it should 
not be situated on an unfrequented street. If there are other radio stores 
in the town locate your store near them, or near the post-office. A street 
sign should be conspicuously displayed so that it may be seen readily, it 
should be illuminated at night. Your display window should also be illumi¬ 
nated at night. This is a very good means of perpetually advertising your 
DU s me s s • 


merchandise should I carry ? First of all stock only merchandise 
thatTs backed by the manufacturers reputation and that is nationally 
advertised. There are many good lines of equipment and several are well 
known to almost every one because they are nationally advertised; that is 
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they are advertised in the leading magazines and papers thro\ighout the 
United States. Keep away from the practicadly unknown apparatus. There 
are many manufacturners of all kinds of "dynes” and "flexes"; they are 
supposed to and do give big discounts to dealers but, in the case of many 
of them, their sets should rightly be called "fraud-o-dynes" and "grief- 
flexes". Let your motto be " instruments with a reputation ". 

The wealth of the citizens in your town should be your guide in the se¬ 
lection of merchandise. If the greater majority of them have small Incomes 
you should not stock your store with costly apparatus. If, on the other 
hand, you know there is "money" in your town you can carry the more expen¬ 
sive sets, you may gauge this by the ratio of automobiles to inhabitants. 
Any one who owns an automobile can own a radio. If the greater niunber of 
people drive inexpensive oars they will not want to buy expensive receiv¬ 
ing sets. If the inhabitants are classed as "poor", "fairly well to do" 
"quite well to do" and "wealthy", you should stock apparatus which sells* 
at various prices. Bear this In mind: There is a radio for every purse. 
Every home should have a radio . “ ■“ —- ^ - 


To cover a desirable "selling cost" price range It Is often necessary for 
the successful radio dealer in smaller communities to carry the products 
of two different manufacturers. Some manufacturing organizations do not 
produce a receiver low enough in cost to enable the dealer to profitably 
carry only one product, whereas other organizations manufacture only low 
priced instruments. 

Considerable money has been made by dealers in the sale of radio parts. 

Home construction is waning to a very marked degree chiefly because it 
cost practically as much to construct a set as it-.does to buy a factory 
job, and in most instances the "home-made" set is inferior to the factory 
product. For this reason the dealer should not stock an over supply of 
parts. To "round out" his merchandise and have a stock of salable radio 
equipment on hand the dealer should carry a limited quantity of stable parts 
such as transformers, sockets, rheostats, jacks, condensers and panels, 

A complete line of vacumn tubes should be carried In stock, as well as "A", 

B and C batteries, chargers and eliminating devices. These should be 
standard and well known accessories. Avoid unknown products that give you 
a big profit and which may discourage future sales to your customers. There 
are only a very few real good batteries - keep away from batteries that do 
not have a good reputation. 


Many radio dealers, especially those in smaller communities, carry electri¬ 
cal appliances. Items such as bulbs, flat-irons, foot-pads, toasteri and 
other smaller goods may be handled as a side line. This part of the business 
in many instances, grows to be very profitable and therefore justifies a * 
more completely equipped electrical department to include the sale of wash¬ 
ing machines, vacuum cleaners, heating devices and stoves, and so on. The 
expansion of any business is entirely dependent upon the dealer and the 
reputation he builds up. The public wants to buy with confidence . 
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5* Where may 1 obtain radio merchandise ? The products of the larger 
manufacturers reach the retailer via distributors, or wholesale houses. 
These distributors or wholesalers are sometimes known as "jobbers". It 
would entail an endless amount of routine for the manufacturer to sell 
direct to each dealer, hence, the necessity of the distributor. The manu¬ 
facturer has, perhaps, a few hundred jobbers located advantageously through¬ 
out the country. Each jobber may serve several hundred retailers. In 
many instances the radio jobber carries a complete line of standard electri¬ 
cal appliances. 

If you are desirous of merchandising a certain radio receiver, write to 
the manufacturer direct and ask for the name of his distributor in your 
community. When this information Is obtained you can then arrange to see 
the manager of the distributing company for full details. He will have 
more or less knowledge of the opportunity and outlook for a business in 
the community in which you contemplate establishing it. If he informs 
you that he thinks there are a sufficient number of dealers in your town 
do not hesitate to tell him why you know that you can make a "go" of it. 
Don*t hesitate to take the bull by the horns when placing your proposition 
before anyone. You will have given time and thought to the possibilities 
of making a success of the business plus the fact that you have already 
surveyed the existing establishments; in other words you will know what 
you are talking about when you make the move to actually get started. 

Radio Servicing . Here is a field that can be made highly profitable, 
but only if the dealer and his service man really know radio. Many ddalers 
lose out on this feature because they lack a real knowledge of radio and, 
of course, cannot render efficient and satisfactory service. They do not 
get the reputation of "knowing their stuff" when it comes to placing a 
defective set in "Al” condition. 

All types of receivers regardless of their cost or model or type, are capdDle 
of becoming Inoperative. A radio set is a piece of machinery to some extent 
and the best of them develop occasional aches and pains. The trouble 
may be slight, due perhaps to a poor tube or loose connection, but never¬ 
theless it will require attention and the average owner does not know what 
to do when something of this nat\ire goes wrong. There will always be a 
demand for service. 

The cost of servicing a radio should be based on the "time factor" Involved. 
An hourly charge should be made on a job that requires considerable time. 
There should be a minlraxim charge of so much for each job undertaken even 
if the work involves only the replacement of a tube. Just what the custoffir 
should be charged depends entirely upon local conditions; that is, your 
rent, salaries and general over-head. In some localities the hourly charge 
is #1.00, whereas in others it is #2.50. The minimum charge varies from 
one dollar to two dollars. 

It would appear to be ridiculous to charge a customer #1.50 for merely 
substituting a good tube for a poor one. In case that proved to be the 
only trouble the service man could check over the set in general, test 
the batteries, and examine the aerial and ground. The thought here is 
that you want to really do something for the charge - you cannot do it 
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for nothing, even though the only trouble may be a poor tube, because if 
you do not make a charge you will be swamped with charity calls - 
time ^ money - don’t forget that. 

ry nn^Vi and time uayments. There is no questioning the fact that "install- 
ment'TGFcISi’ii^^as beelTa great boon to American busi^ss. It has given 
the poorer class an opportxinity to possess the nicer things in life. To¬ 
day practically anything may be purchased on the installment plan. It is 
not considered good business practice for the dealer, personally, to ex¬ 
tend credit. Finance companies take over and handle the collections after 
the dealer makes the sale and secures the down payment . This relieves 
the dealer of the risk Involved in extending credit and also relieves him 
of the many necessary book-keeping details. 

More business is done on the Installment purchasing plan t^n on a cash 
basis. Sales under $25 are usually on a strictly cash basis. The dealer 
may secure full and complete particulars from the distributor, or from 
the manufacturer, concerning Installment sales, 

A nn,«iness and store conduct. This subject of business and store conduct 
i^ neglected So often the successful 

sto?^ owSer neglects these little things that are so Important to his 
future success. The little things are the big things. 

The store should always be kept clean - spick and span - and the salesman 
should always be neatly dressed. Courtesy, politeness - a pleasant greet¬ 
ing - are tL BIG little things. There is a class of people who will buy 
In anT store regardless of the store's appearance in general. On the 
other\and there Is the class of people who only patronize the well-appointed 
store. The former class will also patronize the well-appointed store. 
Maintain ?our store in such a manner as to make it attractive to all classes. 

consider your establishment as a business house - and not a "hangout for 
the boys”. 

a. Advertising: Dr. Poffenberger, in his book, "Psychology in Advertising ", 
i —"The aim of advertising is the prediction and control of human ^ 
behavior in a specilized field of activity; namely, the purchase of goods . 
Yo^ advertising is just what we know it to be, - bringing to the attention 
of as many potential buyers as possible the fact that you carry a highly 
desirable line of apparatus, and that you render real service. 

It has been conservatively estimated that not more than fo^ per. cent of 
the gross income of a retail merchant should be spent in advertising. 

in How to secure more business; Bearing in mind that you carry only 
reiia^ lEd natTonilTy advert'is'ed products, and that your store le con¬ 
veniently situated and well-appointed, you will find there are ways to 
secure business other than merely advertising in your town and county 
papers. Here is a list of ways to secure prospects suggested by one of 
the largest radio manufactiirers; 


(a) Radio and Service Customers; 
dising is^to^Keep the old custom 


One of the major principles of merchan- 
•s sold”. Keep a list of every Radio 
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owner to whom you have sold. If you know owners who bought from competing 
dealers, list them too* Sets grow old, many models now in use are practi¬ 
cally obsolete - owners will be in the market for nev/ sets, particularly 
battery-set owners who want complete AC operation. All these people are 
customers, but that does not mean they will buy from you next time. Keep 
them ”sold” - show them attention and let them know you value their business. 
Then, when they are in the market for new sets, accessories and service, 
they will be more apt to come to you. Permanent success is built on hold¬ 
ing old customers and adding new ones to them. 

(b) Radio Census by High School Students: Among the best and foremost 
methods""oT building a proa^"cVlist is house - to - house census work, 
and it is not expensive. High School students, boys or girls, will make 
ideal census takers in your community, and they work for little money; 
usually two to three cents a name. Do not confine the census taking to 
the "high class” neighborhoods. The prosperous middle class districts^ 
which form the backbone of the United States, are the most fruitful fields 
today. The average student, working after school hours, will turn in 30 
to 40 calls per day. Supply each student with a number of "Radio Census 
Report" cards similar to the one shown below. When it has been filled out 
it will give you the information you want. Does the prospect own a radio? 

Is it battery or AC operated? What make? Is the prospect thinking of 
buying a new set? Does the set he is now using need service? Does the 


RADIO CENSUS REPORT 


TitoBbr.. 
Dm*.. 


Qty udSttc . 


Dm* pvty R.A0 Sr? Wb,t 

It U ■ Bnwr Set « AC?....-. DM»pMty nertiet «rvic«?. 

Wttet type rf atstaueait doet pvty petfce?... - ..-. 


prospect have friends who are thinking of buying a set? 

The school superintendent or high school principal will suggest capable 
students for this work. 

fc) Registration List for Specified Makes of Automob iles : No finer list 
of radio prospects can Be^built than througE”utilization of the automobile 
list of specified makes of cars. These lists are already compiled for 
your town, and they can be purchased at a reasonable rate. They should, 
however, be checked very carefully by your postmaster. (See paragraph "l" 
for details of how to do this). Any strata of buying power you select 
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can be hed from automobile registrations. If you want to push the sale 
ftf hleh-oriced radio sets, you can select a list of fine car owners* If 
YOU want to reach the substantial medium classed marked, the people who 
live in good neighborhoods and who largely own their own homes, select 
the owners of Buicks, Chryslers, Studebakers, and similar cars. If you 
wish to reach the slightly lower price class, list the Ford and Chevrolet 

owners • 

prom these registrations you can pick your names by neighborhoods, and 
your own local information of your city. 

T? w T) Routes for Small Town D ealers : One of the greatest markets 
4-v.i-4CTte§^^^e^oIi[TTs“EIIe rurinrSistrict market. It invites the 
sSa^fS dea^ef?o cul?iva?e Here are people who are naturally better 

4-1100 town rosidents. They appreciate the delights of radio en- 
?erta?ment^Sore^ecausf t^ly do n^t hLe the counter attractions to take 
their time. The rural mail carriers will be glad of the opportunity to 
Q uttTp extra monev by putting your advertising circular in each 
m^? box you ca^gT^L LLt nKr of circulars printed hy consulting 
?he mall'carriers? ®Small town dealers will find that it will pay, and 
pay BIG, to cultivate this market. Why leave it so largely with the mail 
order houses? Rural residents will trade with a home dealer, if suffi- 

clently urged. 

City and Telephone Directory: In some city directories, the practice 

Giasslfving all residents according to streets and numbers in 
prevails of olassliying axx resxucx selection of names for a prospect 

»SSd “? 5. .«.pt.d on it. f.oo v.ln. 

sruSu'oiSo. in .ddr...- 

using the services of your local postmaster. (Refer to paragrapn j. 

Societies Churches; Chamber of Commerce, civic clubs like 

Masons, Odd-Fellows, Elks, K. of C., and 

many churches have printed names of members which are usua^? easy o 

obtain. 

rnS 

aries or members to copy the names. 

lh1xr..iM ,d»j.i».=«.. gfS:. iL. 

the husband. 

in a radio for their waiting rooms. 


Lesson 49 - sheet 7 



(tr\ vo-hftr's Reficistratlon Lists: Town and County Voting lists are 
usual ly prin te d for th^ a uthorities and, generally, can be easily obtained. 
Take the matter up with your aldermen, councilman, committeeman, or any 
friend who Is active in politics. 


Voting lists are classified In precincts, or wards. This enables you to 
sele(^ exactly the districts you want to circularize. Your familiarity 
with TOUT territory informs you which districts have the buying power to 
furnish good prospects. But again, remember that AVERAGE earning power 
GOOD radio prospects. You want to go after ALL the buyers you 
oaf if thircoLeotlL, remember that voting lists are not entirely 
fSprehensive secures, due to the fact that many people do not register, 
yet they are radio buyers. Therefore voting lists should not be used as 
the only source of prospect names. 


women voters make gooa prospect lists. The fact that they register indi¬ 
cates they have the initiative to make their own decision to buy after a 
salesman presents his proposition. When several members of the family are 
registered, select the name of one; preferably the mother or wife. 


Miscellaneous So\ircea of Karnes: Excellent prospects are those sug- 
geite d bryour-bTO saiisfie aTcus^ers. It amounts to almost a personal 
introduction if you give one of your customers as a reference. One suc¬ 
cessful dealer has his service man get the names of prospective buyers. 

His plan is this: 


As yoxxr service man calls on 
regular customers have him ask 
for the names of a ”few friends , 
or have him ask, ”Does youj? 
neighbor own a radio?" 


<^ervice men have access to homes where salesmen often do not, hence theirs 
if a better opportunity for securing information. Get your names of 
fospects whenever you can, then check them over for accurate home address 
list them and make them pay you. They will if you will make an effort. 


vniiT- Post Office will Check Lists f^ Accuracy ; Accuracy is the 
first^ ^rT:i'itT^l'3THi.“W ITit^must have thi prospect's correct 
name initials and address. Inaccuracy is, first of all, irritati^ to 
thfi nroLect. Wrong initials and misspelled names on advertising has 
Sellers sa!esf and sent buyers to competing dealers. In the second 
oirS wrong addresses waste time - your time and your salesman's time. 
Therefore it is a rigid necessity to check ALL your lists carefully and 
thSoShly, regardlesi of who compiled them. The telephone directory is 
rellaWe for this purpose but the very best method is to leave this work 
to your local postmaster. Post Office rulings require him to do it at 
your request at a charge of 65 cents per hour. 


If your postmaster is not familiar with this ruling, refer him to Section 
508, Order 3214, dated July 31, 1925, or to Postal Bulletin 14,555, dated 
December 25, 1927, 
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RADIO SERVICE 

We Will Call At Your Home For 

$1.50 


Test your Radio Tubes. 
Test your “A” Battery. 


Fill your "A" Battery with distilled water. 
Chedc your aerial. 


Test your “B” Batteries or “B” Elim- Check your ground. 


inator. 

Test your “C” Batteries. 
Test your loud speaker. 


Test your lightning arrester. 

Remove sulphation from "A” Battery 
terminals. 


Prevent Last Minute Disappointments 

JOIN OUR RADIO SERVICE CLUB 

$10.00 A YEAR 

provides you with a monthly inspection of your radio, $o that you can feel 
assured that your set is in good working order. 

COURTEOUS AND ACCURATE SERVICE 

write telephone or call 


EAST HAVEN RADIO CO. P 

RADIO SERVICE CLUB No- g. 

.. 1 . 

is entitled to one year’s service on h radio ^ 

(make ...) ^ 

from ...to . y 

consisting of 12 monthly inspections or when called. For g 
which the sum of ^10.00 has been paid. 

EAST HAVEN RADIO CO. Telephone Beacon 813 q 
6 Bradley Ave.. Cob. Tyler St. East Haven, Conn, b 


Signed 


6 7 8 9 10 II 12 O- 


TRADE IN YOUR OLD SET FOR A NEW (name Of set) 

East Haven Radio Co. 

We Specialize in Radio Service 
TELEPHONE BEACON 813 
6 Bradley Ave., Cor. Tyler St. 

East Haven, Conn. 
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'pfiiiinr Story to the Prospect: You cannot personally call on 

ill visF^t^pF^ciT Fo-t ell fe that you are In the radio business 
«nd th^ ToPwant to serve the. Put them on you mailing list and send 
them a small advertising circular occasionally. The idea is to keep 
name Ld busiess befort the public - sooner or later your prospects will 

buy even if they have a radio now» You want the people to say, „ 

Duy evcii A C 5 a live- 7 /ire dealer”, and that means MORE BUSINEbb, 

S mInu?acLrers of the equipment you sell can and will inform 7°^ 

tim “rtime on the preparation of small advertising circulars to send out. 


One of our students had forms printed exactly like the on| shown on t^ 
nrecedinR page. He mailed them out several months ago and is still get 
tins results from them. The set owner will usually place a . 

thif kind ”under the lid" in his radio cabinet for reference in case his 

radio requires an overhauling. 

one of our Canadian graduates mailed a quantity of circulars like the one 
shown on the next page. The results he obtained were splendid. 

n Bv Demonstration: You remember the old saying j/'the^proof 

XX. ae £j, . H to -pfidio as it does to 


11. Sell ^ gl. Demonstrat|on : Soer^o 

e°pShfngee?fe^inThe^proof^of^the^customers^ 

H^brsr:o?fp^Sv^^inS°?^i^“ou^%rar“^ ^rfsulfs. 

Often the service man can make a sale. Have him demonstrate a new t^e 

mit thrtype of battery eliminator his store carries. Usually the dealer 
the service man a commission of five to ten percent in addition 
to^Llary! on sales which he, the service man, secures; this coimlssion 
will keep the service man on his toes and on the look-out for business. 

ETHICS OF SERVICE 

mi- 4c o nf "service” aside from the actual installation and re- 

radio set^ whlcPtoo olten is overlooked, but which when given 
pair of trainirj? of a service force will measurably in- 

^iXoel^e success or faille If Le organization. This phase of service 

S^somLhat intangible and ^4thics-> fs 
«o of Service.” The dictionary deiines EPnics as 

tST-BasL pr^ncip!ef ol rlghncH^n". We might th^n consider the Ethics 

of Service to be the Basic, principles of right action in service. 

Tt is common knowledge that no chain is stronger than its weakest li^. 

Lw fortunate that this is not strictly true in a 

Yet we do know that weak links weaken the organization as a whole. Th 

whv not strengthen the whole organization through the straitening of 

each link - the individual service man - by training him in the 
nrtncloles of right action - the Ethics of Service? Let us consider some 
of these basic principles which should be a part of each Radio Service 
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CALL LAncaster 9868 
Oldest Radio store in Montreal 

Right in the centre of the Commercial District 

Orchophonic Victrolas 

and 

Latest Electric Radio Sets 

Sold on WEEKLY PAYMENTS 

Ample Accommodation of Gramophone Booths 
^ To HEAR VICTOR RECORDS 

Gramophones and Radio Sets Repaired 

Storage lotteries 

Called for Charged and Delivered 

Complete stock of Radio Accessories 
Ask For Our Price List 



maim radio & AUDIO 

SUPPLIES LIMITED 


CHAIG ^T«CT 


Cot. Prt*' “"'i Craig Streew 
MONTREAL 

LAncaster 9868 
Hector McPherson Mgr. Dir. 
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in addition to his tool kit, if he ia to he really sue- 
Th^y 4re in tL order in which they are brought to the attention 

of the customer: 

1. p\mctuality* 

2* Personal appearance, 

3. Manner and Bearing. 

4. Intelligence. 

5. Knowledge of subject (Technical) 

6. Ability. 

ml- -u -hfiino* there at the appointed hour is one which if developed 

will save the sLiice man and his firm from many unpleasant experiences 
and will avoid many complaints. 

^ to thorouchlv satisfy a customer whose respect he 

llrZrlllrrinaTo onfean denr^at^persona? appearance goes a long way 
to^Srd determLlng the amount of respect which one can command. 

Pirst l".P-ssions are d"^?se“minf ^orpoSties 

ro^^f^^urfsfles'^Ind'sfreicfSartoe lost. Courtesy poise and a certain 

SCflf°wh?oh^3 Ms‘'l?rstTigiatk!"aL^upon®^ Ms”sScce%s so largely 

depends, 

j_i j.v,A «« 4 -noi ^nestflilation or repair of a radio set is only one 
Stal! of\he service Lll. The service man may find an a^ry 

able '*^°<i®*hrser^L*^n Tt^a^o^rplaoed in the ^ole of diplo- 

rt'or fairs^ant^ intelligence, which enables him to make the best of any 
situation, is a prime requisite to the good service man. 

Of course all f^^hese assets avail 3 ---[:|,"^SrkrburLt 

have a thorough knowledge of “^not thrive on bluffing. 

linL-viS^mirs^sf Lo: rhe%u^d^entals of electricity and be thorough¬ 
ly familiar with the equipment which he services. 

Tr, flflrtitlon to knowing the equipment the service man must have the ability 
1 ° h"“w“oo;=‘‘«d ™p.lr “Ll... 

iS a manner worthy of bia cuatomer's confidence and good will. 

HO io S i?tHi^t?ili?|l?tS Henhatrh: S-f^-r 

SSaS S S^d .« new Jplng inatalled When^th. w„ 

very bard rain? You would tni ^ customers': The service man should 

?e1^^fnfnLlSbe^^,^L^?^ri^l"^or St^rp^v^s unless they are really 
required. 
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The true value of service can only be calculated by taking Into considera 
tion the value of the friendship and good will which it creates. It is 
well then to develop those things which do more than anything else to 
create friendship - the "Ethics of Service". 

Be on the Job: I saw the following in "Hits and Bits". Every word of it 
Ts aTl''^^ true« 

"why do some people report for work at ten after eight instead 
of eight? Why do some people run to catch the same street car 
every morning instead of being one minute early? Habit? No, we 
would»nt say so. It is Just the lack of a little will-power to 
arise a few minutes earlier. Those few extra minutes in bed 
mean nothing, as far as life is concerned, but they do mean a 
lot in keeping one in a RUT. And when a person ignores that 
little voice, calling attention to those little things which 
mean so much toward advancement, he is Just digging himself in, 
instead of out. Just like an automobile in soft mud without 
chains - every turn of the wheels digs in. A rut is Just as 
deep as a man digs it - and the sooner he begins digging out, 
the sooner he will be on his way dovm the road to success . 


OUTSIDE SELLING 

There are about 26,000,000 families in the United States. 
of these families are prospects for a radio set. More than 
of theralready have automobiles, yet only a little over 8,000,000 own 
radio sets today. These few basic facts show the tremendous sales possi- 
bllltv for radio. The market has hardly been touched. The ones who al- 
readv have radio sets bought them without any sales effort whatever on 
thrpart of the dealer. There Is a wonderful field for the salesman who 
is willing to do some door bell ringing for many families in each co^unlty 
are waiting for someone to tell them about radio and explain how to buy 
one. Some people are indifferent when it comes to buying other than 
IZolnte necessities such as food, clothing, etc. They have to he sho^. 

Make it easy for them by calling on them with a set ready to Install and 

demonstrate• 

The following points will prove helpful to the salesmen who call on prospects 

1. Dress well and use good language. Sell yourself first. 

2. When calling step back from the door after you ring 
don*t crowd in. 

3. Remove your hat politely and appear as if you expected to 
be invited in - do not attempt to give your story on the 

door-step. 


4. Greet the prospect by using his or her name, then quickly 
give your own name and the name of your company. 

5. Greet the children, too, if they come to the door - they 
frequently help in family decisions. 
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6. Try to see the husband, too, as well as the wife - this 

is important in the sale of a radio set, in fact he is apt 
to make the final decision. 

7. Selling is still, after all. Selling. Despite the countless 
mail order ads that speak of the New Selling Psychology, 
selling still remains a human activity involving common 
sense. Do not practice so-called selling methods on anyone. 
Be yourself. 

8. Show an Interest in incidents or remarks made by prospects 
that may not have any bearing on your mission but that seem 
of the greatest interest to him or her. 

9. Remember that eye appeal is four times stronger than 

ear appeal - therefore look right yourself and always have 
available interesting material or pictures that you can 
show to the prospect* 

10. Mention the name of a fellow townsman or friend of the pros¬ 
pect that has bought a radio from you. 

11. Show testimonial letters from satisfied customers, 

12. Bring out the Social Value of owning a radio set - how it 
is one of the show places of the home. 

13. A socisl leader has a Radio, Use the names of prominent 
local people who have one - their endorsement counts, 

14. Watch the prospect at all times for ideas which arouse him - 
the ’’follow up hard” on that subject. 

16, Try to close the sale when the prospect seems convinced - 
do not talk yourself out of the sale. 

16. Enthusiasm makes sales. You must supply most of it, as the 
prospect will always be less enthusiastic than you are. 

17, If the prospect appears to be on the point of refusing to 
buy, it is much better to make an appointment to see him 
later. When a prospect has once definitely said ’’No” it 
is usually difficult to secxire another interview. 

18, Never knock a competitive radio set. Remember that knock¬ 
ing is a game that can be played by both sides and seldom 
does anybody win. Tell your story well and do not become 
involved in arguments about other makes. You may not be 
familiar with other sets but you do know the proved quality 
of the type of radios that you sell. Stick to your story, 

19. Be polite. Remember that the prospect is actually conferring 
a favor upon you by allowing you to take up his or her time. 
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20m Answer all objections politely and carefully, for remember 
that objections are usually requests for information. 
Objections serve to correct wrong ideas. They are valuable 
because they show you what is going on in the prospect's 
mind • 


EXAMINATION - LESSON 49 


!• A radio service man is a specialized mechanic. Why, then, should he 
possess certain attributes other than a knowledge of how to repair 
sets? 

2. What are some of the Characteristics of a successful salesman? 

3. What is your understanding of the reasons for advertising? 

4. If you were trying to sell a piece of merchandise would you condemn 
your competitor's goods? Why? 

5 ^ If you were called upon to repair a radio located two or three blocks 
from your store and the only trouble was a loose battery connection, 
how much would you charge the owner of the set? 

6. What are the moat important characteristics a dealer or service man 
should possess? 

7. Where should a radio store be located? 

8. If you could secure a dealer discount of fifty percent on a more or 
less unknown line of apparatus, and perhaps thirty percent on a nation¬ 
ally known and proven line, which would you attempt to sell? 

9. If you were a dealer what would you do about extending credit? 

10. (a) Have you ever done any kind of selling? (b) Were you successful? 

(c) Do you like this type of lesson? 
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